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Where Americans Get Their News

41% 37% 8% 13%
TV

ONLINE RADIO PRINT
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Source: PEW RESEARCH CENTER 2018




MUCH HAS CHANGED

y 3 of 5 social media users share
without reading
5 No critical thinking or understanding

sl More likely to believe a friend, than
=Ry fact

News stories unfold without your
input

& Fried Rat Syndrome




FRIED RAT SYNDROME

Facebook Post
Reddit goes viral
130,000 shares
Millions view
Reuters story
Snap judgments
Not true



WHAT REPORTERS WANT

Facts
Data
Information

Clear
Concise
Conversational

Hear it from you

Mean?
So what?
Care?
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SIT IN THEIR

SEATS

About Them







PLAN IN ADVANCE




DON'T BURY THE LEAD







Messages are
not

Marketing Statements
Mission Statements

We have the greatest
employees

We work closely with our
partners

Making it about me



_ * About your listener

* NBME plays a critical role in
providing the best doctors in
the world

* Medical knowledge and
education is so important if we
are to maintain excellent
standards so we as a
population feel confident in our
doctors

Messages are




Personal Credibility Reaction

50% 15-20%
Honesty

Empathy
/

15-20%
Commitment

People don't care
how much you know
until they know
how much you care!



Subject Experts

: Peer Review

anages USMLE

Critical Role

WHAT'S
THE
STORY

Examples

voIvmg/Growth




Bridge to Message

nfact

Wsimportanttounderstand
Whatyoumight find interesting
That is a common misperception so let me clarify
First, let me say
Let me also point out
In reality
What we do know is
I’m not going to speculate; what | can tell you

You might think that-in my experience
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F-E-A-S-T

Facts Examples

Third

Analogles Stories Party
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Classifieds: (Goncom) |

Essentials [

Scores

Mews briefs
Blogs o
Interactive Media
Day in pictures
“idea

Archives

Print edition
Subscribe

Contact us

Search @- Powerad h'!,thHﬂC'.'| gi Click to personalize your wesather forecast

Weather repott -
sponzored by D(,’:LLJ

Kobe drops 48 al
in Lakers' romp
of Sixers

Breaking News

MANAGING PERCEPTIONS
* QUICK RESPONSE

* EMPATHY

* ABOUT VICTIMS

* PROVIDE FACTS

*ACTION STEPS

* REASSURE/FIX PROBLEM

* NEVER SPECULATE

* NEVER SAY NO COMMENT

* UPDATE AND UPDATE AGAIN
*STANDBY STATEMENT

* WHEN DID YOU KNOW?
* WHAT DID YOU DO?






| understand your concern
about the market and it’s

Reframe important. | think the bigger
issue is...

: That’s not my area of

-@- Stick to what you know expertise. What | do know is
b this

o . .
0",/ Be authentic :nTo%c?lligg to need to look

N



VAGUE/LEADING QUESTIONS

.ﬂ Ask person to give example or share data/facts
- Question the question: Why do you ask that?

a Re-state points to verify what the person is saying
Don’t repeat the negative

#



CONFRONTATION

@ Do not take bait

1 hr _ Here is what we know
l I ] S€ pnrases. Research suggests

What’s important to
m Bridge to message remember

Let’s take a step back

#



F-0-C-U-S

Focus the message

Opportunity

Clear. Concise. Consistent
Understand your audience

Simple
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